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SN AD PBC PI 

AIPISF .000 .934 .000 .000 

AIATSFM  .000 .808 .000 .000 

AICOSFC .000 .000 -.296 .000 

AIPKUSF .000 .000 -.320 .000 

AIESFSE .000 .000 -.398 .000 

AIEASF .000 .000 -.247 .000 

The standardized total effects from the regression analysis 

provide valuable insights into how perceived importance 

(PI) influences attitudes towards various aspects of 

innovation in sustainable fashion. Across several 

dimensions, including developing creative sustainable 

fashion for public buildings (AIDCSFPB), general creative 

sustainable fashion (AIDCSF), water reclamation and 

reuse systems (AIWRRSF), financing circular recovery 

systems for online retailers (AIFCRSFO), and investing in 

public services (AIIIPSF), PI consistently shows negative 

effects. This indicates that as stakeholders perceive 

sustainable fashion as more important, their attitudes 

towards innovative initiatives in these specific areas tend to 

diminish.

This finding suggests a potential trade-off: while 

highlighting the importance of sustainable fashion can 

raise awareness and commitment to environmental 

concerns within the industry, it may inadvertently dampen 

efforts to innovate in new sustainable practices or 

technologies. For instance, higher perceived importance 

might lead to a focus on maintaining existing standards 

rather than pushing boundaries with new creative solutions 

or investment strategies in sustainable fashion sectors. 

These results underscore the complexity of integrating 

sustainability goals with innovation efforts, highlighting 

the need for strategic balance in promoting both the 

importance and the innovative capacity of sustainable 

fashion practices to foster long-term environmental and 

economic benefits.

 

 SN AD PBC PI 

AIATSFM  .000 .808 .000 .000 

AICOSFC .000 .000 -.296 .000 

AIPKUSF .000 .000 -.320 .000 

AIESFSE .000 .000 -.398 .000 

AIEASF .000 .000 -.247 .000 

AIEFSF .000 .000 .863 .000 

Group number 1 - Default model: Standardized Direct Effects

Volume 17 Issue 8 February 2025

84



Volume 17 Issue 8 February 2025

Group number 1 - Default model: Standardized Indirect Effects
SN AD PBC PI 

PI .000 .000 .000 .000 

AIDCSFPB -1.265 .099 1.895 .000 

AIDCSF -1.078 .084 1.616 .000 

AIWRRSF -1.185 .093 1.776 .000 

AIFCRSFO -1.248 .098 1.870 .000 

AIIIPSF -1.169 .092 1.752 .000 

AIPSASF .000 .000 .000 .000 

AIISMTSF .000 .000 .000 .000 

AIPISFC .000 .000 .000 .000 

sustainability increases, there may be less focus on 

promoting awareness or educational initiatives 

surrounding innovation in fashion. However, attitudes 

towards innovation in eco-friendly sustainable fashion 

(AIEFSF) show a positive direct effect from perceived 

behavioral control (PBC), suggesting that when 

individuals perceive greater control over their actions in 

promoting eco-friendly practices, they are more inclined to 

support and engage in innovative practices within the 

industry.

These findings underscore the complex interplay between 

perceived importance, perceived behavioral control, and 

attitudes towards innovation in sustainable fashion. They 

highlight the need for strategic balance in emphasizing the 

importance of sustainability while fostering an environment 

conducive to continuous innovation and creative solutions in 

sustainable fashion practices. Achieving this balance could 

be pivotal in driving sustainable development and innovation 

within the fashion industry.

The standardized direct effects from the regression analysis 

provide insights into how perceived importance (PI) 

influences attitudes towards innovation in sustainable 

fashion across various dimensions. Firstly, PI exhibits a 

significant negative direct effect on itself, suggesting that 

as stakeholders increasingly emphasize the importance of 

sustainability in fashion, there may be a diminishing 

perception of its significance within the model. This self-

regulatory effect implies a potential threshold beyond 

which further emphasis on importance may not 

significantly enhance attitudes towards innovation.

Moreover, attitudes towards innovation in specific areas of 

sustainable fashion, such as developing creative solutions 

for public buildings (AIDCSFPB), general creative 

sustainable fashion (AIDCSF), water reclamation and 

reuse systems (AIWRRSF), financing circular recovery 

systems for online retailers (AIFCRSFO), and investing in 

public services (AIIIPSF), are also negatively influenced 

by PI. This suggests that heightened perceptions of 

sustainability's importance may inadvertently detract from 

fostering innovative approaches within these domains.

The attitudes towards innovation in promoting awareness 

of innovation in fashion (AIEASF) exhibit a direct negative 

effect from PI, indicating that as the importance of 
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